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With the rapid development of economic globalization, competition among 
enterprises gradually extended by the internal supply chain to the external supply 
chain, External enterprises’ entry threats are recognized and regarded by more and 
more enterprises. Domestic and foreign scholars have conducted a series of studies, 
but these studies mainly based on single-channel supply chain. However, with the 
wide promotion of the network channel, it is necessary to study external enterprises’ 
entry threats under dual-channel supply chain. In view of this, this thesis studies the 
impact of external enterprises’ different entry strategies on incumbents, analyzes the 
optimal entering strategy and deterrence strategy from different perspectives 
respectively under dual-channel supply chain. 
Firstly, this thesis discusses the members’ optimal decision valuables under two 
different entry strategies: traditional channel and network channel. The result shows 
that the entry of external manufacturer reduces the incumbent product’s wholesale and 
direct channel price, causing demand reduced. When external manufacturer entries 
traditional channel, the selling price and demand of incumbent product reduced, while 
entries network channel, the demand and unit income remain unchanged. 
Secondly, the thesis analyses the impact of channel cost, product quality and 
network acceptance on entry strategy. The result shows that it is more favorable to 
select network channel when network acceptance is high, and it is more favorable to 
select traditional channel when network acceptance is low or network acceptance and 
product quality both remain high. 
Finally, the thesis studies the incumbent manufacturer’s optimal deterrence 
strategy when facing the entry threat of external manufacturer. The result shows that 
the incumbent cannot deter the external manufacturer from entering the market when 
channel cost is low, and the incumbent need not to deter when channel cost is high. In 
addition, the incumbent can reduce the selling price to deter the entry when the 
channel cost is moderate. 















perspectives under dual-channel supply chain and the results have practical 
significance. 
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